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ABSTRAK 
Febri Nugroho D0209036. PENGARUH BRAND AWARENESS, SOCIAL 
BRAND AWARENESS, BRAND PERCEIVE QUALITY, BRAND USAGE, BRAND 
PERFORMANCE, INNOVATION DAN GREEN COMMUNICATION AWARENESS 
DALAM MEMBANGUN PERSEPSI TERHADAP MEREK TERBAIK PRODUK 
ELEKTRONIK . (Analisis Structural Equation Modeling Pengaruh Faktor – Faktor 
Yang Membangun Persepsi Terhadap Merek Terbaik Produk Elektronik Kota Solo 
Tahun 2015) 
Meningkatnya jumlah penjualan produk elektronik di Indonesia khususnya produk-
produk elektronik rumah tangga menjadikan kondisi pasar yang semakin kompetitif. Hai 
ini menjadikan para pengelola merek berusaha untuk membuat merek mereka memiliki 
nilai tambah dimata konsumen.  
Penelitian bertujuan untuk menguji keberlakuan teori tentang model persepsi 
terhadap merek terbaik (kekuatan merek) berbasis model David Aaker (1991) yang secara 
konseptual dibangun oleh brand awareness, social brand awareness, brand perceive 
quality, brand usage, brand performance, innovation  dan green communication.  
Penelitian dilakukan di Kota Solo dengan responden sebanyak 161 orang. Sampling 
dilakukan secara bertahap dengan menggunakan multistage sampling karena populasi yang 
bersifat tidak terdefinisi. Metode analisis data menggunakan Structural Equation 
Modelling (SEM) untuk melihat pengaruh seluruh variabel laten dan indikator secara 
simultan dalam membangun persepsi terhadap merek terbaik produk elektronik (AC, 
Kulkas dan TV Plasma). 
Hasil penelitian untuk masing-masing model menunjukkan bahwa model kekuatan 
merek fit dengan nilai RMSEA dan P-value untuk produk AC adalah 0,000 dan 0,995, 
produk Kulkas 0,000 dan 1,000 sedangkan produk TV Plasma 0,011 dan 0,467.  Model 
yang fit mengindikasikan adanya pengaruh brand awareness, social brand awareness, 
brand perceived quality, brand usage, brand performance, innovation dan green 
communication awareness secara simultan dalam membangun persepsi terhadap merek 
terbaik produk elektronik. Variabel brand usage, brand innovation dan green 
communication awareness menjadi variabel yang paling besar peranannya. Konsep pesan 
yang mengangkat brand innovation dan green communication awareness dalam 
komunikasi merek perlu diutamakan oleh pengelola merek produk elektronik dalam 
membuat strategi komunikasi merek. 
 
Kata Kunci: Brand Awareness, Social Brand Awareness, Innovation, Green 
Communication Awareness, Brand Equity 
 
 
 
 
ABSTRACT 
Febri Nugroho D0209036. EFFECT OF BRAND AWARENESS, SOCIAL BRAND 
AWARENESS, BRAND PERCEIVE QUALITY, BRAND USAGE, BRAND 
PERFORMANCE, INNOVATION AND GREEN COMMUNICATION 
AWARENESS IN BUILDING THE BEST BRAND PERCEPTIONS OF 
ELECTRONIC PRODUCTS (Structural Equation Modeling Analysis on The Effect 
of The Factors That Build The Best Brand Perception of Electronic Products in Solo 
2015) 
The increasing number of electronic product sales in Indonesia, especially 
household electronic products, comes with the increasing of competitiveness of the market. 
Therefore, the manager of the brands strives to improve the added value of their brands to 
reach more consumers. 
The aim of this study is to test a theory about perception model on the best brands 
(brand strength) based on David Aaker (1991) model, which conceptually built by brand 
awareness, social brand awareness, brand perceive quality, brand usage, brand 
performance, innovation dan green communication. 
The study has done in Solo with 161 respondents. Due to the undefined population, 
it is used multistage technique sampling to choose the respondents. Moreover, Structural 
Equation Modelling (SEM) is used as data analysis technique. It is to see the effects of 
whole latent variables and indicators simultaneously in building the best brand perception 
electronic products (AC, Fridge and Plasma TV). 
The results of the study for each model showed that the model fit with the brand 
strength RMSEA value and P-value for air conditioning products are 0.000 and 0.995, 
0.000 and 1.000 refrigerator products while Plasma TV products 0,011 and 0,467. Fit 
model indicates the influence of brand awareness, social brand awareness, brand perceived 
quality, brand usage, brand performance, innovation and green communication awareness 
simultaneously in building the best brand perception of electronic products. The variables 
of brand image, brand innovation and communication green awareness play the biggest 
role. The concept of messages that elevate the brand innovation and communication green 
awareness in brand communication needs to be prioritized by the manager of branded 
electronic products in making the brand communication strategy. 
 
Keywords: Brand Awareness, Social Brand Awareness, Innovation, Green Communication 
Awareness, Brand Equity 
 
